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     The internet has become a primary source of information for people. It only makes 
sense that it has also created a myriad of marketing paths for advertisers to reach 
existing and potential customers. The ability to create an audience, convey brand 
messaging, and interact with that audience is unparalleled. Helping both business 
owners and marketers navigate the dynamic and often complex array of opportunities to 
reach customers via digital channels would be aided by an interactive resource to help 
illuminate and identify current digital presence and opportunity for growth. This resource 
would be applicable for advertisers and marketing agents as they seek to maximize 
their potential reach and marketing spend. 
     Many business owners are experts in their craft but not in marketing. They want to 
focus on their offerings. Marketing, especially digital marketing, may get lumped in an 
“advertising” bucket; feel elusive; be considered an unneeded expense, or at best, low 
on their priority list. Not all recognize digital marketing as a growth strategy. Especially 
for those with less digital savvy, the importance of quality websites, SEO, paid search 
and generating digital content can feel questionable, overwhelming, complicated, and 
expensive.  
     However, suppose a business is interested in increasing sales, developing a 
workforce, and getting in front of new potential customers that are already online 
searching for the services they offer-they must invest in digital marketing. Often, failure 
to do so indicates a lack of understanding and education about how critical these pieces 
are to a successful business.  
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     COVID has changed the landscape for business owners and intensified the need for 
a digital strategy.  It is now more important than ever to help small to medium-sized 
businesses survive and thrive in the current environment. By utilizing persuasive 
technology, I have designed a landing page/resource built to demonstrate value and 
encourage behavior change related to digital marketing. Helping small to medium-sized 
businesses navigate and triumph in what is essentially a new landscape, will depend 
heavily on them growing their digital initiatives.  
     A resource provided by a trustworthy source based on independent research will 
carry weight in the local community. Not everyone charged with marketing responsibility 
has relevant industry knowledge. In fact, many smaller businesses have someone on 
staff handling their marketing by default, with no real background in marketing 
principles. They are experts in whatever line of work their company offers but come up 
short regarding expertise to execute marketing campaigns. Even those with some 
marketing background feel overwhelmed in the current and noisy landscape of rapidly 
evolving technology that has become the advertising world. They find keeping up with 
the dynamic and constant algorithms exceptionally time consuming.  
     Unethical marketing agents may prey upon the lack of knowledge that business 
owners have about online marketing. They make claims and promises that are 
ineffective, unrealistic and over-priced. Companies are left with issues that range from 
wasted resources, lack of measurable results, and websites that aren’t conducive to 
their goals. They end up believing “digital marketing doesn’t work.”  
     A plethora of information and tools currently exist. The average business owner may 
not be aware of most of them. Some are only available via subscription that is typically 
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absorbed by a large marketing firm. Yet Google provides comprehensive free tools to 
assess your website as it relates to online searches for your products and services.              
I have organized free resources into a simple and interactive tool, with a custom 
calculator that to assist business owners and marketing agents. Many business owners 
lack the time and comfort to navigate these resources on their own. But they need to be 
knowledgeable in this aspect of their business.  
     Building up a business from scratch is challenging, and maintaining one in the 
current environment is challenging, especially for someone without marketing 
experience. “There is one area of business though, that once good foundations are set 
down, can have good implications across the board. With a few rare exceptions, making 
sure your ‘online footprint’ is as good as possible, should be a priority for any new 
business.” (Tweak Your Biz, 2018) Sherrie Campbell goes on to share some basic 
resources but acknowledging that many times it may be best to call in an “expert”.  
     The tool I have designed can also be white labeled by a digital marketing agency as 
a revenue generator for their business. They can position this resource on their website 
and build webinars or seminars around it. It can leveraged to gain new clients, or upsell 
current ones.  
     A resource that will help guide small to medium-sized businesses toward a more 
robust digital footprint by educating and demonstrating potential ROI is even more 
timely due to the business landscape brought on by the COVID-19 pandemic.  In recent 
years, many business owners have struggled to embrace the digital revolution and have 
been slow to adopt practices that could increase their exposure and revenue. Currently, 
we see the difficulty for businesses that rely solely on in-person transactions. Even 
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those that provide “in-demand” in-person services such as home improvement, 
commercial cleaning, and landscaping, have benefited from a strong digital presence as 
people search online for resources. Restaurants have moved to online ordering systems 
and scanned QR codes for menus. Many services have shifted to online ordering, pick-
up and delivery. Email and social media has been essential for communicating with 
customers and the community.  
     Those companies that have a digital presence, and those who adapted quickly to 
adopt them have been the most successful in the current environment. It has become 
imperative that businesses accelerate their digital initiatives.  
     Those that work in the digital marketing space have access to resources such as 
website graders and keyword planners that can help shape strategy for clients utilizing 
competitor intel, online search volume for various keywords, website rankings and 
evaluations. They can determine services that are most in demand, and the type of 
search terms used to filter to services.  
     Many business owners are not familiar with these tools and their capabilities. Pulling 
resources together with an ROI calculator allows business owners and those charged 
with their marketing strategy the ability to define and measure the potential value of an 
improved online presence. For example, an HVAC company could learn that there are 
200 searches a day online for the exact services they offer in their area, and they aren’t 
positioned to capture any of those leads as they did not show up in any search results. 
If they could capture even ten of those leads a month and convert even one of them for 
a new HVAC system with a profit margin of $2,000, they could pay for a $2,000/month 
digital strategy with one sale. Everything over that is profit. This resource can be white-
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labeled and utilized by a digital marketing agency for their prospects and clients and 
education.  
Literature Review  
 
Websites and SEO 
 
     “Mere online presence without distinct user experience may not help attract and 
retain customers. Research suggests that website service quality is a determining factor 
in Internet buyer behavior” (Ahmad 2017). A quality website is the basis of a robust 
online presence. It should be designed to capture leads and meet standards in order to 
rank in Google search results. It should also be built to be user friendly and engage 
customers. Studies confirm website design quality is a clear indicator in website 
success. (Fan, Wei-Shang, Ming-Chun Tsai 2010). Much like a storefront, a polished 
and welcoming environment is more conducive to attracting business.  
     Websites need to be responsive for all devices, optimized for mobile and local 
search, and designed with SEO in mind. As consumers search online for products and 
services, Google algorithms determine the order of search results. Google wants to 
show the searcher the results that best fit their search query. To be given search 
priority, sites should be modern; easy to navigate; fast loading; functional; branded; and 
responsive, meaning it adjusts across all browsers and devices. It should be free of 
broken links. Contact information, hours of operations, and location should be 
prominent. There should be a form to capture data (name, email, phone number, etc.) 
and the desired action a consumer should take to be obvious. But landing pages should 
also be concise. Studies show that simplifying and condensing content leads to a higher 
conversion rate of contact forms. (Dvir, Nim, Gafni 2018). 
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     To encourage engagement, there should be a clearly defined call to action as well as 
polished and quality images. Proper text to image ratios are not just aesthrically 
pleasing, but play well with Google algorithms. The site should have quality and original 
content. This is of key importance, and often an issue with industry-specific web designs 
that repurpose content, and often an issue with franchises as well.  
     Another consideration by Google is the volume of traffic that a website gets (a more 
heavily trafficked site lends authority) and backlinks. When other websites have links 
that point toward yours, this is also a signal of legitimacy for Google. There are other 
technical considerations such as site maps, structured date and meta tags.   
     In addition to original and quality content, it’s essential to develop a strategy around 
the content. Ensure that content is accurate, original, and of interest, but also create a 
schedule for new content. “Content strategy plans for the creation, publication and 
governance of useful, usable content. Necessarily, the content strategist must work to 
define not only which content will be published, but why publish it in the first place. 
Otherwise, content strategy isn’t a strategy at all: It’s just a glorified production line for 
content nobody really needs or wants.” (Halvorson 2010) 
     The creation of original and quality content will raise quality scores and advance your 
website in organic ranking. You will also be in the position to obtain backlinks from other 
reputable sites if you have produced content that is a valuable resource. Content should 
speak to its intended audience, be business relevant, and contains keywords that will 
optimize SEO and provide value. The content should be unique with imagery and 
proper style. There should also be creation of evergreen content that can be repurposed 
repeatedly, with fresh angles.  
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     SEO is of considerable importance. Whether spoken, typed or tapped, search 
queries are the medium through which consumers discover information and make 
decisions. (Search Engine Land 2020) Compared with other forms of Internet marketing 
(e.g., display ads, mobile marketing, e-mail), search engine optimization is a clear 
leader. (Clarke and Clarke 2014) Based on a sample of 1.4 billion searches, GroupM 
UK and Nielsen found that consumers click on organic results by a margin of 94% to 
96% for paid results (Goodwin 2012). Providing content on your website that is written 
with SEO in mind simply means that your information and site are searchable. For 
search engines to lead people to your website, content AND SEO algorithms need to be 
considered. Use caution with tactics that are focused on quick results vs. ongoing 
monitoring.   
     Often companies are promised quick fix SEO solutions that are unethical, referred to 
as “Black Hat SEO”.  In short, these tactics are aggressive and designed to trick search 
engines instead of appealing to human audiences, in direct violation of search engine 
guidelines. SEO efforts should focus on human traffic. Several tactics may result in a 
quick lift in rankings, but they are potentially disastrous for the long-term health of a site. 
The main thrust of the tactics involves misleading the way search engines perceive the 
relevance of web pages. Adding irrelevant keywords, hidden text, blog comment spam, 
represent just a few examples. Paid back links and URL’s bought and used to mislead 
users, are other examples. (O’Connor, Padraig, 2018) 
     In an intro to Black Hat SEO, (O’Connor, Padraig, 2018) marketers are cautioned 
that search engine algorithms have gotten more sophisticated, and harder to fool. It’s 
never worth the risk. Compromising your website’s integrity for quick SEO gains can 
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ultimately result in the website getting banned from search engines and even leading to 




     When people are searching online for services and products, local businesses are 
considered to be the most relevant by Google. Ensuring that Google recognizes your 
business as local is of key importance. It needs to be claimed on all of the local search 
platforms. This refers to search engine maps, reviews, local directories, etc. Yelp, 
Google, Healthgrades (for medical businesses) and Yellow Pages are a few examples 
of the platforms that should be optimized. (Blast Analytics & Marketing, 2019)  
     Your address, services, and hours of operation are crucially important to feature. In 
particular, claiming your Google My Business Page is most important. Attention should 
be paid to multiple locations. 
     There has been a sharp increase in local mobile searches, and a large percentage of 
those searches (75%) yield the same day visit. (Da Silva 2017) Capturing a share of the 
daily search traffic for services that your business offers is one of the simplest ways to 
boost your presence and is essential for visibility. The most compelling consideration is 
that unlike many other strategies, this costs nothing.  
Paid Search 
     98% of searchers choose a business that is on page 1 of the results they get. 
(BrightLocal 2020), demonstrating the importance of search ranking.  If you’re investing 
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in SEO (highly recommended for many of the same reasons listed here), then 
advertising is yet another way to get your business on the first page to ensure you’re in 
front of 98% of your audience. 70% of mobile searches result in action being taken 
within an hour. (Mainstreet ROI) 
     Paid Search is an especially good option if your services are sought after in 
emergencies. Restoration services, HVAC services, 24 hour veterinary services, after 
hour clinics, etc. are all examples of offerings that depend on high ranking and can yield 
immediate business. Paid search is especially crucial for businesses that do not have a 
high organic ranking. While ranking high organically is preferable, SEO takes time to 
build, and paid search is a good bridge. If a website is not organically ranking on the 
first or second page for search results, it is unlikely the business will ever show up since 
most users don’t navigate past the first page. (BrightLocal 2020).  
Technology Persuasion  
     The goal of a website is to go a step further than simply provide tools in a user-
friendly way, but to engage the audience and motivate them to make changes related to 
their digital strategy. Using this thought process to design a resource that will motivate 
business owners to make a change themselves in their digital strategy requires 
motivation (demonstrate leads they stand to gain) and reward for change (demonstrate 
ROI potential). Engineering Digital Motivation in Businesses: a Modelling and Analysis 
Framework (Shahri, et al 2020) delves into technical aspects of design to motivate 
behavior, and operates on the “well-established motivation theory, widely defined as the 
‘psychological processes that cause the arousal, direction, and persistence of behavior’” 
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Two of the main themes are transparency and reward. Digital motivation refers to the 
use of software-based solutions to change, enhance, or maintain people’s attitude and 
behavior towards specific tasks, policies, and regulations.  
     BJ Fogg pioneered many concepts around the concept of persuasive technology. He 
makes the distinction between usability and engagement. His work in behavior change 
and the ability of technology to influence behavior presents the concept of a computer 
acting as a team-mate. His MAP design consists of Motivation, Ability and Prompt. 
(Fogg 2003) 
     Business owners are highly motivated, as their goal is to gain customers and be 
profitable. Ability: this resource makes it easy to take action as it simplifies the options 
and provides an easy to understand the connection to ROI with behaviors they want to 
do and it makes it easy to do. Taking the elements of the model, you can provoke an 
action by increasing motivation and increasing the ease with which something can be 
done. Also, utilizing the resource in a less threatening environment, away from sales 
people or pressure, they can work through the steps on their own to help guide their 
decisions.  




     In 2005, Google revolutionized website analytics with the launch of Google Analytics 
(referred to as GA). No longer was a substantial investment in software necessary. 
(Cutroni, 2010). By creating a tool that was free and (somewhat) easy to use, disruption 
was created, and the landscape was altered. While the tool isn’t perfect, it allows great 
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insight to both the health of your website and the effectiveness of varying marketing 
strategies. It allows you to determine which channels are driving the most traffic to your 
site, paid or organic search. It provides insight into demographics of your traffic and 
allows you to set up “goals” to measure performance.   
     GA provides data differentiating your web traffic. Organic search traffic refers to 
people who landed on your website based on search queries-the search engines linked 
to your site. High organic traffic is indicative of a quality website, quality content and 
strong SEO. Paid traffic refers to AdWords (pay-per-click) and other digital ads, 
including social media. These metrics will help you determine where you need to focus 
your efforts. 
     Looking at the keywords that drove visitors to your site can help you optimize and 
help you to determine which are responsible for the highest engagement and 
conversions. Bounce rates indicate people who leave the site after only viewing one 
page and not taking further action. Historically bounce rates were indicative of a 
negative issue, but with improved landing pages it’s possible that one page provides all 
of the information that a visitor needs, and it’s no longer necessarily indicative of a 
problem.  
     Perhaps one of the best features of GA allows you to compare all metrics to previous 
time periods. When evaluating digital campaign metrics, look for an increase in brand 
searches, new users, and page views indicating increased engagement compared to 
previous periods.   
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     Additional valuable insights include demographic information. Understanding users’ 
geography, gender, age, and interests, can help inform marketing efforts; and help build 
future custom audiences.  
     There are different levels of access to your GA, and business owners may find it 
helpful to offer either read-only or admin access to any marketing agencies that they are 
working with. Read-only allows viewing the date. Admin access permissions allow 
reporting, the setting of goals, filters and other helpful functions necessary to optimizing 
your website based on GA data. There is no risk to the health of your site by allowing 
access to trusted sources.  For a full description of permissions, see 
https://support.google.com/analytics/answer/2884495?hl=en 
     Additionally, it’s recommended that either a team member or outside designated 
marketing representative take ownership of managing and monitoring GA, and providing 
insights and reporting to the team. Google provides free training at their Google 
Analytics Academy, to help anyone from beginner to advanced levels sharpen their 
mastery of the tools. 
 
Google Search Console  
     Google Search Console is a free service offered by Google that helps you monitor, 
maintain, and troubleshoot your site's presence in Google Search results. You don't 
have to sign up for Search Console to be included in Google Search results, but Search 
Console helps you understand and improve how Google sees your site. GSC (formerly 
Google Webmaster Tools) is a free platform for anyone with a website to monitor how 
Google views their site and optimize its organic presence. That includes viewing your 
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referring domains, mobile site performance, rich search results, and highest-traffic 
queries and pages. 
     Google Search Console helps a website owner evaluate their site with the following 
criteria:  
● Submit and check a sitemap. 
● Check and set the crawl rate, and view statistics about when Googlebot accesses a 
particular site. 
● Write and check a robots.txt file to help discover pages that are blocked in robots.txt 
accidentally. 
● List internal and external pages that link to the website. 
● Get a list of links which Googlebot had difficulty in crawling, including the error that 
Googlebot received when accessing the URLs in question. 
● See what keyword searches on Google led to the site being listed in the SERPs, 
and the total clicks, total impressions, and the average click through rates of such 
listings. (Previously named 'Search Queries'; rebranded May 20, 2015 to 'Search 
Analytics' with extended filter possibilities for devices, search types and date 
periods).[3] 
● Set a preferred domain (e.g. prefer example.com over www.example.com or vice 
versa), which determines how the site URL is displayed in SERPs. 
● Highlight to Google Search elements of structured data which are used to enrich 
search hit entries (released in December 2012 as Google Data Highlighter).[4] 
● View site speed reports from the Chrome User Experience Report. 
● Receive notifications from Google for manual penalties.[5][6] 
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● Provide access to an API to add, change and delete listings and list crawl errors.[7] 
● Rich Cards a new section added, for better mobile user experience.[8] 
● Check the security issues if there are any with the website. (Hacked Site or Malware 
Attacks) 
● Add or remove the property owners and associates of the web property. 
● Google Search console brought an advance featured breadcrumbs and Amp to 
provide ultimate help to the users.[9] 
● As of July 2020, you can analyze on-site structured data schema in Google search 
console's dashboard 
Search Console offers tools and reports for the following actions: 
● Confirm that Google can find and crawl your site. 
● Fix indexing problems and request re-indexing of new or updated content. 
● View Google Search traffic data for your site: how often your site appears in 
Google Search, which search queries show your site, how often searchers click 
through for those queries, and more. 
● Receive alerts when Google encounters indexing, spam, or other issues on your 
site. 
● Show you which sites link to your website. 
● Troubleshoot issues for AMP, mobile usability, and other search features. 
 
     SEM Rush, MOZ, Woo rank and AdMall are all examples of other tools that help 
advertisers navigate the digital landscape and provide feedback and intel. Most of these 
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type services have a basic free offering, but to take full advantage there is a cost 
involved. Most marketing agencies have subscriptions to various services, but the 
average business owner is not likely to have this level of marketing sophistication. While 
the intel from these sources is helpful, Google provides most of what is needed free of 
charge. It’s just a matter of simplifying and guiding business owners toward these 
resources.   
Keyword Planner  
     86% of consumers use the Internet to find a local business 72% of consumers prefer 
to find information on local merchants via search. 29% of consumers search for local 
businesses at least every week (Frost 2020). Google owns 71% of the search market 
share, and processes over 3.5 billion searches per day. A free feature within Google 
Ads, is a keyword planner that generates keyword ideas and bid estimations.  
     By using the Google Ads Keyword Tool, you can search for keyword ideas and see 
how a list of keywords might perform. Understanding the average search volume each 
day for keywords related to your offerings in your area can help you visualize the 
amount of traffic available and the cost per keyword and calculate anticipated business. 
It’s important to understand your conversion rate, and that will be discussed. If you get 
ten calls about your pest control services, how many on average do you book for an 
appointment, and how many of those do you convert to contract clients? What is the 
average profit for each conversion? These are important pieces to understand and can 
help uncover area of improvement in your business.  
     A keyword planner helps evaluate search volume, competitor spend and price of 
various search terms. For example, if an orthodontist wants calls related to Invisalign, 
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they can evaluate the cost of the word in their area, how many clicks they will get in a 
day for their budget, figure out their conversion rate, and calculate the expected profit 
margin for their budget. They can also back into it based on what competitors are 
spending. Google AdWords can be an immediate lead generator and gives you the 
flexibility to adjust, stop and start campaigns at any time. It’s especially valuable when 
your company offers emergency services, or when your organic ranking isn’t high and 
you don’t show up in the first page or two of searches.  
     The combination of an optimized website, strong SEO, and paid search tactics (if 
appropriate) for your business, work together to get in front of people who are actively 
searching for the services that you offer and get new customers.  
     To calculate the value of these various strategies, to evaluate and measure ROI, you 
do not need fancy tools. You simply need an understanding of how online searches 
work and you need to identify your organization’s KPI’s. (Key Performance Indicators) 
Clarify objectives but understand that everything isn’t measurable in the sense there is 
value in branding. But you can isolate measurable KPI’s. The basic calculation is ROI = 
(Net Profit/Total Cost)*100 (Evans 2020) Calculating the ROI in digital marketing is 
dependent on factors including audience, company size, business goals and objectives, 
and industry.  
 
Methods 
     Taking into account the digital strategies that are most likely to move the needle for a 
business, this resources evaluates a company’s digital footprint by assigning a score 
based on grading with these essential elements. It will then help them to identify 
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opportunities for growth and ROI based on search volume on their area and their 
average conversion rate. Because the user will be directed straight to Google and other 
reputable third-party platforms, the exercises will feel more like education and less like a 
sales pitch. This tool will seek to offer unbiased education and information to the small 
to medium sized business owner and those charged with their marketing strategy. They 
will have a better understanding of their own digital footprint and realistic goals.  
     The methodology for this project focuses on evaluating both a company’s current 
online presence as well as identifying opportunities to expand their customer base and 
realize additional profit.  
     The two largest components of “online presence” are comprised of a company’s 
website and search ranking. Having a website that contains the right content and 
technical considerations determines your suitability to search engine matching as well 
as the ability to engage a user once there. How you rank in searches can be improved 
by improvements to your site and optimizing it for search engines. Paid search can 
compensate for lack of organic ranking while it is being built, but high organic ranking 
should be the goal. 
     The methodology for helping a business to evaluate their online presence and 
identify opportunities to gain more customers and increase profit therefore includes 
tools and resources that 
  
1. Evaluate their website for both content and technical considerations 
2. Determine how they rank in searches for the services they offer 
3. Evaluate online demand in their area for their services 
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4. Quality Scores for various evaluations (i.e. assigns 1-4 based score) 
5. Use of a custom calculator plug-in to help evaluate conversion rate and 
profit margin within various budgets, including value of a lifetime client 
 
Testimony on usefulness by current Small Business Owner 
     A testimony from a former digital marketing agency manager who is now runs a 
wellness coaching business, upon reviewing the concept and wireframes:  
As a SMB who built my own website, and is doing my own marketing, I would use a tool 
such as this to help me: 
 
• Identify what my market will bear - i.e. volume of searches, CPC. 
• Keep up with what my closest competitors are doing, such as what advertising 
platforms they use and how much they are spending. 
• It would help me see how I stack up in the eyes of Google, Yahoo!/Bing so I can 
decide how much time and money I need to dedicate to SEO. 
• It can help me decide whether to embark on a digital project myself or hire a 
professional to do it for me. 
 
For an agency, it would help salespeople better quote a job because it would automate the 
tasks it takes to do all the preliminary research which drives the hours, and the price. 
As a White Labeler, it takes the burden off of them to use this automation and allows them 
to use their manpower to do more high-value tasks that earn a higher hourly fee. If I had this 
tool today, I would use it to help me plan my business tasks, goals and costs to get to my 
ROI. It could help me not only decide if my time is worth it, or if I should hire out, and can 
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also assist me in pricing my coaching programs, and events, so I can be confident I am 





     My deliverables include wireframes and a sample homepage mock-up for a website 
that will act as the interactive tool used to evaluate a company’s digital footprint and 
identify opportunities for growth and ROI. The accompanying research identifies best 
practices for digital strength.  
 
Wireframes and Mock-Ups 
     The following diagrams are basic visual design examples of landing pages that could 
easily be built by a developer. The homepage will offer a primer, with clickable links to 
tools like Google Analytics, Google Search Console, Keyword Planner, Website 
Graders, and SEO evaluation tools. The user will assign their business scores based on 
these evaluations, and then use a custom calculator to determine profit possibilities 








Glossary of Terms  
 
A “Glossary of Relevant Terms” is included as a resource: 
 
Landing Page: A landing page is a standalone web page, created specifically for the 
purposes of a marketing or advertising campaign. It’s where a visitor “lands” when they 
have clicked on a Google AdWords ad or display ad. Landing pages are designed with 
a single focused objective – known as a Call to Action (CTA). They should always 
directly reflect information regarding the ad that leads to the page.  
https://unbounce.com/landing-page-articles/what-is-a-landing-page/ 
 
Google AdWords: Google AdWords is Google's advertising system in which 
advertisers bid on certain keywords in order for their clickable ads to appear in Google's 
search results. Since advertisers have to pay for these clicks, this is how Google makes 
money from search. Once a query is made on Google, the search engine processes the 
request and runs the auction which will then determine the ad positions and each 
advertiser's cost per click. https://www.wordstream.com/articles/what-is-google-adwords 
 
KPI: Key Performance Indicators (will vary with different industries and business 
models.) 
 
SEO: Search Engine Optimization is a marketing discipline focused on growing visibility 
in organic (non-paid) search engine results. SEO encompasses both the technical and 
creative elements required to improve rankings, drive traffic, and increase awareness so 
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that search engines display a website in organic search results.  
https://moz.com/beginners-guide-to-seo 
 
Responsive websites: Responsive web design is an approach whereby a designer 
creates a web page that “responds to” or resizes itself depending on the type of device 
it is being seen through. That could be an oversized desktop computer monitor, a laptop 
or devices with small screens such as smartphones and tablets. 
https://smallbiztrends.com/2013/05/what-is-responsive-web-design.htm 
 
Meta Tags: Meta tags are snippets of text that describe a page’s content; the meta tags 
don’t appear on the page itself, but only in the page’s back end code. Like tags in blogs, 
meta tags are more or less the same thing- little content descriptors that help tell search 
engines what a web page is about. Without proper meta tags, content cannot be 
considered by search engines.  https://www.wordstream.com/meta-tags 
 
Content strategy: Content strategy focuses on the planning, creation, delivery, and 
governance of content. Content not only includes the words on the page but also the 
images and multimedia that are used. Ensuring that you have useful and usable 
content, that is well structured, and easily found is vital to improving the user experience 
of a website. https://www.usability.gov/what-and-why/content-strategy.html 
 
Google Analytics: Google Analytics is a free website analytics service offered by 
Google that gives you insights into how users find and use your website. It tracks its 
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data by a unique tracking code that you install on every page of your website. This code 
is a small snippet of Javascript, or a coding language that runs in viewers’ browser 
when they visit those pages. The building blocks of Google Analytics reports 
are dimensions and metrics. 
.https://www.shivarweb.com/2977/what-does-google-analytics-do/ 
 
Bots:  Bots, or “Internet robots” are also known as spiders, crawlers, and web bots. 
While they may be utilized to perform repetitive jobs, such as indexing a search engine, 
they often come in the form of malware. Malware bots are used to gain total control over 
a computer. One of the typical “good” bot uses is to gather information or for automatic 
interaction with instant messaging, instant relay chat, response to reviews or assorted 
other web interfaces. Malicious bots have the “worm-like ability to self-propagate. 
https://us.norton.com/internetsecurity-malware-what-are-bots.html 
 
Paid search: Paid search is a form of digital marketing where search engines such as 
Google and Bing allow advertisers to show ads on their search engine results pages 
(SERPs). Paid search works on a pay-per-click model, meaning you do exactly that – 
until someone clicks on your ad, you don't pay. While Google AdWords is the most 
common form of paid search, other search engines such as Bing provide paid search 




Local Search: Local search is the use of specialized Internet search engines that allow 
users to submit geographically constrained searches against a structured database 
of local business listings. Examples include a location modifier, such as "Bellevue, WA" 
or "14th arrondissement". https://en.wikipedia.org/wiki/Local_search_(Internet) 
 
Costs to implement 
     The website portion of this tool would be fairly simple and cost-efficient to build. 
Assuming average design/developer fee of $100/hour, the estimated time to build this 
out would be 40 hours. That puts an initial build at $4,000. The calculator piece could be 
built as a customized plug-in tool and sold to other digital agencies. Another 10 hours 
($1,000) should be factored in for the custom calculator plug-in build, bringing the total 
to $5,000. Essentially the formula would incorporate a score based on the various 
evaluations to help an advertiser arrive at an ROI based on their individual value prop 




     The launch plan for this mini-website once fully operational, is to add it to a digital 
marketing company’s existing website. It can be white labeled or stand alone as a 
landing page with a digital company’s existing page offering an external link. While this 
resource is designed to be used independently and with ease by anyone making 
marketing decisions, it can also be positioned as a sales tool for account executives.  
It will come with the following recommendations for promoting it:  
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• Display ads can be created to drive traffic to the newly created tool. The ads 
should be targeted to small business owners and/or their marketing consultants. 
To reach that audience, content tags could be used to show the ads to anyone 
consuming content related to starting, running operating a business or to digital 
marketing content.  
• Email and social media campaigns  
• Primarily salespeople reaching out to prospects and clients would direct their 
leads to the site. Reach out to local chambers of commerce and merchant 
associations 
• Schedule a digital marketing webinar and roll the tool out live on the webinar and 
walk people through it 
• Schedule a live seminar (when safety permits) and run it as a workshop for 




     Due to the current climate of COVID, the need for a strong digital presence is no 
longer a question. It has become imperative that people be able to find your business 
online.   As trade shows, industry conferences and signage at sporting events have 
come to a screeching halt, online digital marketing has taken center stage in marketing 
strategies.  97% of tech marketers say they have been able to prove the value of digital 
marketing to their executives. (ARPR 2020) 
     Instead of going out to eat, many people are looking online to order delivery or 
curbside pick-up. Even dining in, a QR code in place of a menu increases protection 
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from shared touched surfaces. Online ordering, delivery and curbside pick up options 
are also being used by retail establishments. Schools and residential properties rely on 
virtual tours, and visibility of billboards and physical signs has decreased with fewer 
people traveling. “Brands are returning to a world where almost all facets of business 
have been fundamentally reset, including how they engage consumers.” (Marketing 
Dive 2020)  
     A growth mindset rooted online is no longer optional, but imperative for companies 
that want to survive and thrive post-COVID. “Companies that have successfully 
stabilized and normalized emerge and grow to become a more digital, agile company - 
and begin prepping the 'Next Normal' post-crisis.” (Deloitte, Slovenia 2020) Therefore 
this project will educate and guide businesses to a better understanding of digital 
presence, and identify opportunities for reaching new customers.  
 
Areas For Further Exploration  
     This tool should be tested over a 6-12 month period as a revenue generator for a 
digital marketing company. It can white labeled, and added to their existing website or 
create a standalone landing page and link to it on their site. They can build seminars or 
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Sample Digital Audit  
 
 
SEO: Overall health of site is very good, but technical issues need attention and you would 
benefit from designated location pages for each city to elevate you in local searches.  
 
 
Available Market Share: 
 
 
Profit Margin: 50% 
Average Sale: $5,000 
Conversion Rate: 30% 
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Summary of potential revenue available for Carolina Shutters and Blind: With 
approximately 1,250 local searches per month in your area, if you captured 75 of those as 
leads, with a conversion rate of 30%, you would secure an estimated 22 new jobs per month 
for an estimated revenue increase of $55,000/month.  With a $10,000 increase in spending, 
this is a profit generator of $45,000/month.  
 
 
 
